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Following our discussions with Nancy, I further discussed the 
research possibilities for evaluating the Mini-Grand Prix 
promotion with Carolyn. We are in agreement that we can learn 
qualitative type information about the promotion and consumers' 
reactions/attitudes toward it by conducting some focus group 
research toward the end of the promotional event. it must be 
kept in mind that this research is qualitative in nature using 
small samples of respondents and the results will be diagnostic 
in nature and not projectable to the general population. 


I am recommending conducting four focus groups in Pittsburgh 
among participants in the Mini-Grand Prix and among consumers who 
were aware of the program but did not actually participate in the 
program. The groups would be comprised of the following: 


Group I 


Group II Group III 


Group IV 


Male 

21-25 

Participant 


Male 

26-30 

Participant 


Male 

21-25 

Aware/ 

Non-participant 


Male 

26-30 

Aware/ 

Non-participant 


I am estimating the cost of this research at about $16,000. 


We can use these groups to gauge the overall appeal of the 
program in Pittsburgh. If some doubts or questions arise as a 
result of this research, we could conduct additional research in 
Winston-Salem in October. 


Let me know if you are in agreement with this proposal. 


cc: D. Beran 
C. Levy 
N. Lund 




Source: https://www.industrydocuments.ucsf.edu/docs/ltmj0004 
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